This study examined the effects of demographic variables and psychological mechanisms (self-efficacy, need for closure, and fashion innovativeness) on each of the four types of impulsive buying, including suggestion impulsive buying, stimulus impulsive buying, pure impulsive buying, and reminder impulsive buying. In addition, the study analyzed the impact these four types had on evaluations after impulsive buying (i.e., diversion in mood, regret for buying decision and a sense of financial loss, and dissatisfaction of products). Data was collected by a marketing research company from five hundreds consumers in seven different cities of South Korea who experienced impulsive buying in the off-line apparel stores within the past three months. The results of regression analyses indicated that self-efficacy and gender significantly affected suggestion impulsive buying.
I have previously made an impulse purchase because the product or brand was unique.
.84
I have previously made an impulse purchase of an interesting product or brand.
.82
I have previously made an impulse purchase because the product or brand was appealing.
.66
I have previously made an impulse purchase because I remembered an occasion before when I was not
.82 .77
able to buy the product or brand because it was unavailable. I have previously made an impulse purchase because I remembered buying the same product or brand before.
.80
I have previously made an impulse purchase because I remembered wanting to buy the product before.
.76
I have previously made an impulse purchase because I felt a sudden need for the product or brand.
.77
.67
I have previously made an impulse purchase because I felt a sudden desire to purchase the product or brand.
.75
I have previously made an impulse purchase, even though I had no previous knowledge of the product or
brand, because the quality and the performance looked good. I have previously made an impulse purchase because of the free gift that came along with the product or brand.
.
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I have previously made an impulse purchase to use a coupon or because I was influenced by
a buy-one-get-one-free offer of the product or brand. I have previously made an impulse purchase because of price markdowns on the product or brand.
.56 3) 인구통계학적 변수와 심리적 기제가 순수충동구매 성향에 미 치는 영향 Table 4에서 2) 충동구매 성향이 충동구매 후 제품 불만족 평가에 미치는 영향 Table 5에서 
심리적 기제와 인구통계학적 변수가 충동구매 성향에 미치는 영향

2) 인구통계학적 변수와 심리적 기제가 자극충동구매 성향에 미 치는 영향
